INDEX BY AUTHORS 


John T. Bart, Ph.D., Corporate Communications And The 
Myopic Investor, Vol 25 #2, pg. 27 

Richard L.. Baxter, APRP, The Gannett Ad: Public's Perception of 
Institutional Advertising More Important Than The Message, 
Vol 25 #4, pg. 8 

Edward L. Bernays. APR, Do Our Educational Facilities Meet 
Our Needs?, Vol 25 #4, pg. 18 

Edward L. Bernays, APR, Gaining Professional Status For Public 
Relations, Vol 25 #2, pg. 20 

Samuel E. Bieeker, Building The Public’s Trust And The Bottom- 
Line Together, Vol 25 #4, pg. § 

Don Braman, APR, Feedback In Community And Government 
Relations, Vol 25 #2, pg. 16 

L. M. Carl, Ph.D., Wart-Hog Brainstorming, Vol 25 #4, pg. 14 

Thomas H. Chase, Toilet Paper Procurement For General Grizzle, 
Vol 25 #1, pg. 16 

W. Howard Chase, The Aging Population—America’s Time 
Bomb, Vol 25 #1, pg. 12 

W. Howard Chase, /ssues: The Management of Resources, Physi- 
cal And Human, Vol 25 #1, pg. 7 

W. Howard Chase, /ssues And Policy, Vol 25 #1, pg. 5 

W. Howard Chase, Prelude To The 80’s: Adjusting To A Differ- 
ent Business/Social Climate, Vol 25 #1, pg. 24 

Alan F. Donnelly, APR, Consumer Information (A Case History), 
Vol 25 #3, pg. 13 

Lyle L. Erb, Writer’s Notebook, Voi 25 #1, pg. 32; Vol 25 #2, 
pg. 32; Vol 25 #3, pg. 28; Vol 25 #4, pg. 28 

Fred L. Fry, Ph.D., The Student Seminar As An Effective Public 
Relations Technique, Vol 25 #4, pg. 23 

Ronaid Goodman, APR, Annual Reports Serving A Dual Market- 
ing Function—Report Of A Survey, Vol 25 #2, pg. 21 

Richard I. Hartman, D.B.A., The Student Seminer As An Effec- 
tive Public Relations Technique, Vol 28 #4, pe. 23 

Harvey K. Jacobson, Ph.D., Guidelines For Evaluating Public 
Relations Programs, Vol 25 #2, pe. 7 

Barrie L. Jones, An Issue Management Postlude, Vol 25 #1, 
pg. 27 

Roy J. Leffingwell, Social Sciences Commentary: The Communica- 
tions Gap Between Social Science Acid Practitioners, Vol 25 
#1, pg. 29 

Roy J. Leffingwell, APR, Social Sciences Commentary: Corporate 
Personality, A Measure Of Public Relations Effectiveness, Vol 
25 #3, pg. 26 

Roy J. Leffingwell, APR, Social Sciences Commentary: Qualities 
Of Most Productive Managers, Vol 25 #2, pg. 25 


David L. Martinson, Ph.D., Complaint Letters: Proper Responses 


Are Critical, Vol 25 #4, pg. 19 

Lawrence W. Nolte, APR, Let’s Forget Licensing, Vol 25 #2, 
pe. 14 

Rich Parker, Trade Association Takes ‘‘Positives’’ To Consumers 
(A Case History), Vol 25 #3, pg. 17 

Merrill Rose, /sswes Management And The Consumer Affairs 
Professional, Vol 25 #3, pg. 9 

Michael Ryan, Ph.D., Complaint Letters: Proper Responses Are 
Critical, Vol 25 #4, pg. 19 

Marion Sitzman, Ph.D., Creativity And Public Relations, Vol 25 
#4, pe. 16 

James B. Strenski, APR, Measuring Public Relations Results, 
Vol 25 #2, pg. 11 

Harland W. Warner, APR, Recall Effectiveness And The Com- 
munications Clutter, Vol 25 #3, pg. 21 


INDEX 


Volume 25, 1980 


BOOK REVIEWS 


Directory of Special Libraries And Information Centers, Vol 25 
#2, pg. 5 

The Free Stock Photography Directory, Vol 25 #2, pg. > 

How We Discommunicate, Vol 25 #2, pg. 3 

Media Personnel Directory, Vol 25 #2, pg. 5 

New Directions For Institutional Advancement: Evaluating 
Advancement Programs, Vol 25 #1, pg. 4 

1979 Directory, American Society of Journalists and Authors, 
Vol 25 #2, pg. 5 

1979 National Health Directory, Vol 25 #2, pg. 6 

The Practice of Public Relations, Vol 25 #3, pe. 3 

Selections From Managing The Human Climate, Vol 25 #2, pg. 3 

Speakers And Lecturers: How To Find Them, Vol 25 #2, pg. 6 

The Sponsor’s Guide To Filmmaking, Vol 25 #4, pg. 3 


INDEX BY TITLES 


The Aging Population—America’s Time Bomb, W. Howard 
Chase, Vol 25 #1. pg. 12 

An Issue Management Postlude, Barrie L. Jones, Vol 25 #1, 
pe. 27 

An Issue Management Whodunit, PRQ Guest Editors, Vol 25 #1, 
pg. 10 

Annual Report Madness, Vol 25 #1, pg. 21 

Annual Reports Serving A Dual Marketing Function-Report Of A 
Survey, Ronald Goodman, APR, Vol 25 #2, pg. 21 

Building The Public’s Trust And The Bottom-Line Together, 
Samuel E. Bleeker, Vol 25 #4, pg. 5 

Complaint Letters: Proper Responses Are Critical, Michael Ryan, 
Ph.D. and David L. Martinson, Ph.D., Vol 25 #4, pg. 19 

Consumer Infermation (A Case History), Alan F. Donnelly, APR, 
Vol 25 #3, pg. 13 

Corporate Communications And The Myopic Investor, John T. 
Bart, Ph.D., Vol 25 #2, pg. 27 

Creativity And Public Relations, Marion Sitzman, Ph.D., Vol 
25 #4, pe. 16 

Do Our Educational Facilities Meet Our Needs?, Edward L. 
Bernays, APR, Vol 25 #4, pg. 18 

Feedback In Community And Government Relations, Don 
Braman, APR, Vol 25 #2, pg. 16 

Gaining Professional Status For Public Relations, Edward L. 
Bernays, APR, Vol 25 #2, pg. 20 

The Gannett Ad: Public’s Perception of Institutional Advertising 
More Important Than The Message, Richard 1. Baxter, APRP, 
Vol 25 #4, pg. 8 

Guidelines For Evaluating Public Relations Programs, Harvey K. 
Jacobson, Ph.D., Vol 25 #2, pg. 7 

Introduction: Consumer Affairs In Perspective, Vol 25 #3, pg. 5 

Issues: The Management of Resources, Physical And Human, 
W. Howard Chase, Vol 25 #1, pg. 7 

Issues And Policy, W. Howard Chase, Vol 25 #1, pg. 5 

Issues Management And The Consumer Affairs Professional, 
Merrill Rose, Vol 25 #3, pg. 9 

Let’s Forget Licensing, Lawrence W. Nolte, APR, Vol 25 #2, 
pg. 14 

Measuring Public Relations Results, James 6b. Strenski, APR, 
Vol 25 #2, pg. i1 

Prelude To The 80’s: Adjusting To A Different Business/Social 
Climate, W. Howard Chase, Vol 25 #1, pg. 24 


(Continued on page 22) 


Public Relations Quarterly 


j 
} 


INDEX BY AUTHORS 


John T. Bart, Ph.D., Corporate Communications And The 
Myopic Investor, Vol 25 #2, pg. 27 

Richard L.. Baxter, APRP, The Gannett Ad: Public's Perception of 
Institutional Advertising More Important Than The Message, 
Vol 25 #4, pg. 8 

Edward L. Bernays. APR, Do Our Educational Facilities Meet 
Our Needs?, Vol 25 #4, pg. 18 

Edward L. Bernays, APR, Gaining Professional Status For Public 
Relations, Vol 25 #2, pg. 20 

Samuel E. Bieeker, Building The Public’s Trust And The Bottom- 
Line Together, Vol 25 #4, pg. § 

Don Braman, APR, Feedback In Community And Government 
Relations, Vol 25 #2, pg. 16 

L. M. Carl, Ph.D., Wart-Hog Brainstorming, Vol 25 #4, pg. 14 

Thomas H. Chase, Toilet Paper Procurement For General Grizzle, 
Vol 25 #1, pg. 16 

W. Howard Chase, The Aging Population—America’s Time 
Bomb, Vol 25 #1, pg. 12 

W. Howard Chase, /ssues: The Management of Resources, Physi- 
cal And Human, Vol 25 #1, pg. 7 

W. Howard Chase, /ssues And Policy, Vol 25 #1, pg. 5 

W. Howard Chase, Prelude To The 80’s: Adjusting To A Differ- 
ent Business/Social Climate, Vol 25 #1, pg. 24 

Alan F. Donnelly, APR, Consumer Information (A Case History), 
Vol 25 #3, pg. 13 

Lyle L. Erb, Writer’s Notebook, Voi 25 #1, pg. 32; Vol 25 #2, 
pg. 32; Vol 25 #3, pg. 28; Vol 25 #4, pg. 28 

Fred L. Fry, Ph.D., The Student Seminar As An Effective Public 
Relations Technique, Vol 25 #4, pg. 23 

Ronaid Goodman, APR, Annual Reports Serving A Dual Market- 
ing Function—Report Of A Survey, Vol 25 #2, pg. 21 

Richard I. Hartman, D.B.A., The Student Seminer As An Effec- 
tive Public Relations Technique, Vol 28 #4, pe. 23 

Harvey K. Jacobson, Ph.D., Guidelines For Evaluating Public 
Relations Programs, Vol 25 #2, pe. 7 

Barrie L. Jones, An Issue Management Postlude, Vol 25 #1, 
pg. 27 

Roy J. Leffingwell, Social Sciences Commentary: The Communica- 
tions Gap Between Social Science Acid Practitioners, Vol 25 
#1, pg. 29 

Roy J. Leffingwell, APR, Social Sciences Commentary: Corporate 
Personality, A Measure Of Public Relations Effectiveness, Vol 
25 #3, pg. 26 

Roy J. Leffingwell, APR, Social Sciences Commentary: Qualities 
Of Most Productive Managers, Vol 25 #2, pg. 25 


David L. Martinson, Ph.D., Complaint Letters: Proper Responses 


Are Critical, Vol 25 #4, pg. 19 

Lawrence W. Nolte, APR, Let’s Forget Licensing, Vol 25 #2, 
pe. 14 

Rich Parker, Trade Association Takes ‘‘Positives’’ To Consumers 
(A Case History), Vol 25 #3, pg. 17 

Merrill Rose, /sswes Management And The Consumer Affairs 
Professional, Vol 25 #3, pg. 9 

Michael Ryan, Ph.D., Complaint Letters: Proper Responses Are 
Critical, Vol 25 #4, pg. 19 

Marion Sitzman, Ph.D., Creativity And Public Relations, Vol 25 
#4, pe. 16 

James B. Strenski, APR, Measuring Public Relations Results, 
Vol 25 #2, pg. 11 

Harland W. Warner, APR, Recall Effectiveness And The Com- 
munications Clutter, Vol 25 #3, pg. 21 


INDEX 


Volume 25, 1980 


BOOK REVIEWS 


Directory of Special Libraries And Information Centers, Vol 25 
#2, pg. 5 

The Free Stock Photography Directory, Vol 25 #2, pg. > 

How We Discommunicate, Vol 25 #2, pg. 3 

Media Personnel Directory, Vol 25 #2, pg. 5 

New Directions For Institutional Advancement: Evaluating 
Advancement Programs, Vol 25 #1, pg. 4 

1979 Directory, American Society of Journalists and Authors, 
Vol 25 #2, pg. 5 

1979 National Health Directory, Vol 25 #2, pg. 6 

The Practice of Public Relations, Vol 25 #3, pe. 3 

Selections From Managing The Human Climate, Vol 25 #2, pg. 3 

Speakers And Lecturers: How To Find Them, Vol 25 #2, pg. 6 

The Sponsor’s Guide To Filmmaking, Vol 25 #4, pg. 3 


INDEX BY TITLES 


The Aging Population—America’s Time Bomb, W. Howard 
Chase, Vol 25 #1. pg. 12 

An Issue Management Postlude, Barrie L. Jones, Vol 25 #1, 
pe. 27 

An Issue Management Whodunit, PRQ Guest Editors, Vol 25 #1, 
pg. 10 

Annual Report Madness, Vol 25 #1, pg. 21 

Annual Reports Serving A Dual Marketing Function-Report Of A 
Survey, Ronald Goodman, APR, Vol 25 #2, pg. 21 

Building The Public’s Trust And The Bottom-Line Together, 
Samuel E. Bleeker, Vol 25 #4, pg. 5 

Complaint Letters: Proper Responses Are Critical, Michael Ryan, 
Ph.D. and David L. Martinson, Ph.D., Vol 25 #4, pg. 19 

Consumer Infermation (A Case History), Alan F. Donnelly, APR, 
Vol 25 #3, pg. 13 

Corporate Communications And The Myopic Investor, John T. 
Bart, Ph.D., Vol 25 #2, pg. 27 

Creativity And Public Relations, Marion Sitzman, Ph.D., Vol 
25 #4, pe. 16 

Do Our Educational Facilities Meet Our Needs?, Edward L. 
Bernays, APR, Vol 25 #4, pg. 18 

Feedback In Community And Government Relations, Don 
Braman, APR, Vol 25 #2, pg. 16 

Gaining Professional Status For Public Relations, Edward L. 
Bernays, APR, Vol 25 #2, pg. 20 

The Gannett Ad: Public’s Perception of Institutional Advertising 
More Important Than The Message, Richard 1. Baxter, APRP, 
Vol 25 #4, pg. 8 

Guidelines For Evaluating Public Relations Programs, Harvey K. 
Jacobson, Ph.D., Vol 25 #2, pg. 7 

Introduction: Consumer Affairs In Perspective, Vol 25 #3, pg. 5 

Issues: The Management of Resources, Physical And Human, 
W. Howard Chase, Vol 25 #1, pg. 7 

Issues And Policy, W. Howard Chase, Vol 25 #1, pg. 5 

Issues Management And The Consumer Affairs Professional, 
Merrill Rose, Vol 25 #3, pg. 9 

Let’s Forget Licensing, Lawrence W. Nolte, APR, Vol 25 #2, 
pg. 14 

Measuring Public Relations Results, James 6b. Strenski, APR, 
Vol 25 #2, pg. i1 

Prelude To The 80’s: Adjusting To A Different Business/Social 
Climate, W. Howard Chase, Vol 25 #1, pg. 24 


(Continued on page 22) 


Public Relations Quarterly 


j 
} 


C20 


ve 


